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Abstract 
This study departs in a fictional climate change campaign, The Vitus Foundation, 
where the positive benefits of global warming is illuminated for the public. The project 
aims to investigate how the campaign is perceived and made sense of, based on 
conducted focus group interviews. The project entails qualitative interviews by 
Steinar Kvale and Svend Brinkmann’s methodological approach. Further on, a 
reception analysis within Kim Schrøder’s Multidimensional model is applied and 
connected to Pierre Bourdieu’s concept of habitus and Theodore Schatzki’s practice 
theory. By applying these theorists, the analysis uncover the underlying social 
structures, which on a deeper level describes the processes of sensemaking from 
the informants in our focus group interview. Finally, the study concludes that three 
distinct discourses was found and a tendency of skepticism towards the campaign’s 
message. This tendency was caused by the conventional, negative discourses one 
finds within the climate debate. The study ultimately states that a positive reception 
is extremely difficult to obtain, if even possible. Improvements in the campaign could 
be a solution to this matter, by optimizing the campaign with a more neutral 
expression in the slogan. 
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1. Introduction  
 
In recent decades, climate change has become a heated topic in the global debate 
concerning what future the next generation will be situated in. Though extensively 
debated, the discourse of global warming is generally spoken upon as a negative 
product of the present human livelihood and interaction within the surrounding 
nature. In relation to the present attitude towards global warming, our group have 
created the fictional foundation, The Vitus Foundation - an organization focusing on 
the positive contributes global warming brings. In the following study we want to 
understand how our target group receive and make sense of the campaign. 
 
1.1 Motivation 
 
In our second workshop, print and media communication, we worked within the 
framework of creating a campaign with the topic climate change. We discovered a 
rather surprising piece information about global warming, which quickly aroused an 
interest. Thus, we agreed on taking a different stand within the climate debate by 
creating an informative campaign pro global warming, where the objective goal was 
to inform about the benefits the climate changes brings along.  
   During the workshop we faced the challenges of constructing a strong message, 
which could occur as explanatory, without being too provocative. This is due to our 
awareness of the dominating and general, negative attitude towards the debate of 
global warming, where the surrounding attention upon the topic and the attempt to 
reduce the CO2-emission are in the focus. Thereby, we built up our message 
surrounding this fact, since we found it important to distance our aim from 
encouraging the target group to ignore the climate situation but rather seize the 
inevitable by illuminating a nuanced debate, which provides an extended knowledge.  
   The motivation for doing this study naturally follows the aim for establishing the 
above-mentioned message. Thereby, the mission of executing this study is related to 
the aim of improving our campaign, hence we achieve the best possible presented 
material.  
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1.2 Problem area 
 
In rlation to our second workshop, we created the aforementioned campaign in 
relation to The Vitus Foundation. The foundation’s mission is to inform and create 
awareness of the positive benefits of climate change in order to motivate discussions 
on the topic of climate change. The Vitus Foundation admits climate change is 
happening, but choose to focus on the fact that climate change can be perceived as 
positive. We find it interesting to look into how people would react and perceive 
positive messages concerning global warming as well as finding the best possible 
solution for The Vitus Foundation to communicate such message.   
 
1.3 Research questions 
 
How is The Vitus Foundation’s denial campaign pro global warming 
perceived and made sense of?  
- In extension of the aforementioned question, we aim to investigate and 
localize the discourses and the activities within the practice of receiving a 
communication product.     
 
1.4 Delimitations 
 
In this project, we moved in between several theories and topics in which we initially 
considered covering. However, they were not included in our final construction of the 
project. Initially, we wanted to focus completely on the element of group dynamics. 
However, we changed focus from the group to the individual in the context of a social 
practice.  Thus, the practice of reception is our main focus in the project because it 
let us investigate the underlying processes which are responsible for the choice of 
action within the individual.  
 
Concerning our methodology, we do not consider quantitative research. Instead we 
are focusing on the qualitative research method, which is much more applicable 
when wanting to go in depth with focus groups and the individual's sense making 
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process. Quantitative research relies on measurable data and numbers while 
qualitative research relies on descriptive observable data.  
 
 
Concerning our visual aspect, we experienced a lot of positive enthusiasm.  
Because of the many positive comments achieved, we decided that the visual 
expression in general did not need the same attention and improvement as some of 
the other areas, though we are aware of the importance of the visual communication 
as well.   
 
2. Method  
 
Within this project the aforementioned aim is to investigate how social phenomena in 
terms of social discourses and practices shape the reception of a campaign. To be 
more specific we focus on our conducted focus group interviews and their discourses 
and activities in the social practice. Thereby, we find reception analysis an 
imperative basis for the project itself. Within the analysis the project take advantage 
of the qualitative interview technique, enabling the project with the unique ability to 
have a subjective perspective on how the individuals in a social practice receive the 
campaign.   
 
2.1 Reception Analysis 
 
In this chapter, the use of Kim Schrøder’s theory of reception analysis (), which 
entails several components, will be applied in order to uncover how the target group 
receive and comprehend a message; our aim is to uncover the perspectives of the 
target group.  
 
The project is anchored in Kim Schrøders multidimensional model, which deals with 
investigating media reception. The model builds on Stuart Hall’s famous encoding/ 
decoding theory, which understands a communication product as having several 
meanings, thus still have of a preferred reading.  
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The aim for the project is to extract the empirical data from qualitative focus 
group interviews. We structured it around groups of three to four informants - so 
called mini focus groups (Kreuger, 1994). The benefits of choosing several groups is 
to avoid groups where the quality of their responses and overall dynamic are not 
sufficient enough in terms of extracting empirical data.  
 
When constructing the interview questions, we used the multidimensional model as a 
guide for shaping the right questions, with the intention of achieving the best possible 
work material, in relation to the aim of the project.  
   Later on, we wished to apply the model as a final and concluding element in our 
analysis, thus a linkage between our critical discourse analysis and the practice of 
perception is clearly expressed.  
 
The multidimensional model of Schrøder consists of five elements essential to the 
understanding and acknowledgement of sense-making and why people respond as 
they do - how they relate to the presented material. 
 
Motivation 
Deals with ‘the link of relevance’ relating to the informants’ personal interests 
in the message of the presented material - the campaign poster (see 
appendix 4). Thus, this dimension investigates the degree of involvement, 
which is about looking into; if the reader gets reminded of something or 
someone - the reminiscence, if the reader gains new knowledge - innovation, 
if the reader feels an attachment towards the material - identification, and 
investigate whether or not the reader feel a belonging towards our textual 
universe - the community.  
   With this in mind, we shaped the interview question ‘What is your first 
impression of this campaign?’ thus we were able to discover and measure the 
involvement of the informants towards our campaign and its message, based 
on the request of understanding why.  
 
Comprehension 
Deals with the reader’s interpretations. Social semiotics is crucial when 
looking into the different ways people relate and interpret a sign. Within this 
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dimension it is important to investigate and analyse the denotative signs and 
their connections to the readers associations, which form the connotative level 
of perception.  
   By getting closer to discover and analyse these signs, we needed to ask 
about the message of the poster, and thereby shaped the question: What do 
you think is the message of the poster, and thereby the campaign?  
 
           Discrimination 
Deals with the possibility of how the reader creates a rejection towards the 
presented material by creating an inner critique, thus distancing themselves 
from the material. Thereby this dimension investigates whether or not the 
reader acts unquestionably towards the message, or a direct/indirect critical 
approach is applicable, which formed the questions: Do you see the message 
as positive or negative? and Does the campaign make you to want to expand 
your knowledge about the topic, and possibly urge you to visit the webpage?  
 
Position 
Deals with how the subject position oneself while reading the material, which 
is crucial in context to how they eventually will perceive the message. 
Furthermore, this dimension deals with the position the informants place 
themselves in, which has an effect on their subjective attitudinal response 
towards the material, whether they accept or reject it. The readers who largely 
agree with the contextual message of the material does so without further 
considerations, whilst readers who may not necessarily agree, will have an 
advanced resistance to the message. This ultimately formed the question: 
When did you first become acquainted with the theme of climate changes?  
 
Evaluation 
By noting the outcome of ‘position’, ‘Evaluation’ uncovers the subjects’ final 
personal experience - whether or not the subject agrees or disagrees with the 
perspectives of the text. This dimension investigate how the readings of the 
informants may be dominated by their ideological position, and how it may 
influence their social practice. With this in mind, we created the questions: 
What is your general attitude regarding the climate situation? and In which 
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areas does the theme of climate change influence your practices in your 
everyday-life?  
 
(Schrøder 2000:244-251).  
 
Further on, it is crucial to outline that the questions should be asked as open endedly 
as possible, thus, enabling the informants to give a much more rich respond. Asking 
the right questions as well as allowing the informant space in the phase of 
responding,  are crucial. However, in addition, as mentioned by Schrøder it is 
important “to make the informant feel comfortable with the unfamiliar speech event of 
a research interview” (Schrøder et al. 2003:112).   
     
2.1.1 Qualitative Interview  
The group has focused upon doing a semi-structured life world interview, which 
draws inspiration from Kvale and Brinkmann’s “Learning the Craft of Qualitative 
Research Interviewing”. The qualitative interview technique is relevant due to the fact 
that we want the informants to speak freely and take control. Further on, it enables 
the project to better observe the interactions between the participants.  
  
“The qualitative interview is a research method that gives a privileged access 
to people’s basic experience of the lived world” (Kvale & Brinkmann 2009:32) 
 
The method of qualitative interview seeks to uncover the underlying meanings of the 
informants’ experienced world. The method relies on words and opens up for the 
possibility to ask personalized questions, which in turn enables the interviewer to 
experience the subject in depth.  
 
In this particular project we have chosen to deal with focus groups. Focus groups are 
effective, since they provide information about how people interact amongst each 
other (Krueger, 1994: 3). As human beings we are products of our environment and 
the people around us. By conducting focus group interviews, we are able to discover 
what it is that constitutes and change people’s opinions, and the nature of these 
influencing factors by looking at social practices and discourses. The methodological 
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approach of focus groups is a different perspective from the individual face-to-face 
interview - in two ways. Firstly the individual interview approach emphasizes that the 
individual person actually knows and understands how s/he feels. Focus groups 
challenge this conception by acknowledging that human beings create opinions and 
identities through social interactions. The second challenge is the notion of 
individuals forming opinions in isolation. These limitations of the individual one-to-
one interview has been part of our consideration when we chose focus groups 
(Krueger, 1994: 11).  
 
3. Theoretical considerations   
 
In this section we will present our theoretical consideration, which revolves around 
reception theory. The theories are important, in order for us to scrutinize the 
informants’ sense making processes of The Vitus Foundation’s campaign.  
 
Being that the project is constructed around an interview we find it of utmost interest 
to look into discourse analysis by Norman Fairclough (1941-). His theory deals with 
the element of discourse in relation to written text, spoken words, as well as the 
social practices. Thus we find it interesting to apply the aforementioned concepts to 
our analysis because of the fact that it is imperative to look into how the informant 
replies. However, when focusing on the individual informant, Fairclough is not 
interested in their background. We, however, believe it is an important factor when 
analysing why the informants behave and act the way they do. Such elements can 
be elaborated and uncovered by looking at the informant’s background. Therefore, 
we have chosen to include the concept ‘habitus’ presented by Pierre Bourdieu 
(1930-2002), which enables us to further look into the informant’s personal 
background in relation to uncover why they choose certain words, or why they have 
a certain attitude towards global warming.  
 
In order for us to understand how our target group receives The Vitus Foundation’s 
campaign we want to investigate the practice of reception. In relation to this we focus 
on Theodore Schatzki’s theory. We base our approach in the recent decades 
developments within the field of communication theory. Advocates of social practice 
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theory such as Schatzki have sparked new interest to the field and emphasized its 
importance.  
   Over the years traditional models as the deficit and segmentation models have 
been the most common approaches to analyse target groups.  
The deficit model forge a methodological framework often build on quantitative 
analysis and use the data to map consumer's behavior as individual characteristics 
and thereby measure how individuals influence each other (Halkier 2012:211). In this 
approach consumers has typically been perceived as deficient in something such as 
lacking “knowledge, attitude and other resources” (Halkier 2012:211). These 
elements are understood as influencing how consumers receive a media product 
and in order for them to eventually change behavior. For a communication planner 
s/he would focus on supplying the consumers with the appropriate knowledge in 
order to change their behavior (Halkier 2012:211). 
   The Segmentation model on the other hand focuses on the social as a ‘collective’ 
phenomenon, which is evident through shared patterns and social belongings in the 
consumers. In this model consumers should be understood in terms of being part of 
segments, which means that consumers are categorized  into lifestyles, social 
belongings, cultural frames as well as habitual routines. An individual is therefore 
placed in a specific segment with collective characteristics (Halkier 2012:212). 
   The deficit model focuses on the individual as lacking something as knowledge, 
attitude or other resources, where the segmentation model focuses on the collective 
patterns and emphasize social life as something stable, where consumers receive 
communication products (media product) on behalf of their socio-cultural belongings 
and segmentation. This is where practice theory emerge, since it focuses both on the 
individual and the social phenomenon, which is evident in social practices. Moreover, 
the theory highlights the importance of recognizing the different overlapping 
practices, which people are part of and in the end influence their actions in everyday 
life.  
 
In extension to practice theory we apply reception analysis by Kim Schrøder in order 
to further investigate how people receives the campaign in terms of motivation, 
comprehension and so forth. Hereby we take advantage of his multidimensional 
model in order to uncover the aforementioned.   
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4. Description of Focus Group Interviews 
 
We have conducted three identical interviews with three different sets of informants. 
The informants are a representation of our target group. They were selected 
randomly through our network and mostly consisted of men and women in the age 
category of 20-30 years. The reasoning for choosing different sets of informants 
relies on the fact that the group will be able to choose which interview was the best, 
thus having one main interview complemented by the other two in order to backup 
the arguments, the group wants to portray. Considerations regarding the interview, 
main questions, as well as the bio of each informant are located in appendix 1.  
 
All interviews are transcribed in Danish and located within appendix 2. All applied 
quotes related to the interviews will occur in Danish, due to language barriers, hence 
we will translate the used quotes into English found in appendix 3. It is important to 
state the fact that ‘Inf’ equals ‘Informant’, while ‘Int’ equals ‘Interviewer’ within the 
transcriptions.  
 
5. Analysis  
 
The analysis consists of Fairclough’s theory of critical discourse analysis. 
Furthermore, we will transition to Bourdieu’s theories of the informants’ socio-cultural 
position, which then will be followed by Schrøder’s multidimensional model and 
lastly, Schatzki’s theory of practice will be applied. Each theorist has been carefully 
selected and were all applied with the intention of getting a deeper insight in the 
sense-making and receptions of the campaign from the informants’ point of view. 
 
5.1 Critical Discourse Analysis 
In the following section we will focus on Fairclough’s theory of critical discourse 
analysis. The reasoning behind doing so, is because we wanted to locate the 
conventional discourses we find in the climate debate with the intent of improving our 
campaign. Furthermore, it will be structured around Fairclough’s three dimensional 
model, which consists of: The textual, the discursive, and the social practice, and in 
so doing, the discourses will be located and elaborated in the chapter.  
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5.1.1 The Text  
The first dimension of Fairclough’s dimensional model, deals with an analysis of the 
text. It is important to state that in terms of dealing with text analysis it concerns not 
only the written but the spoken language as well, where the latter is our focal point. 
Fairclough mentions four main headings within this field: ‘vocabulary', 'grammar', 
'cohesion', and 'text structure' (Fairclough 1992:75). 
 
Vocabulary 
When working with the vocabulary, Fairclough states that a final answer cannot exist 
when dealing with a specific wording, since it all depends on which context the word 
is sat in relation to, eg.: the domain, practice, perspectives etc. (Fairclough, 1992: 
75).  
The word "vocabulary" is not yet sufficient, since it does not consider all the 
processes, which differs when dealing with different times, places and groups of 
people. Fairclough has instead decided to use the terms: "wording", "lexicalization" 
and "signification" 
since they offer the opportunity of raising our analysis to a higher and deeper level. 
The things that we have marked as interesting when finding examples on vocabulary 
has been alternative wordings such as synonyms, metaphors, word meanings, which 
all three is also suggested by Fairclough to be investigated (Fairclough, 1992:77). 
 
Within the field of the vocabulary belongs the use of “alternative wordings”. 
When dealing with alternative wordings, Fairclough mentions that it is important to 
investigate this matter, since it reveals a lot about the ideological or political belief. In 
this analysis we experienced a consistent use of alternative wordings such as 
profanity and the use of English words.  
 
The swear words are often used in connection with excitement or annoyment 
towards the message of our campaign or the informants’ general position and belief 
regarding global warming. Most of them are Danish swear words, which cannot be 
translated directly into English, such as ‘for fanden,’ ‘for satan’ and ‘pisse.’ Other 
times they use English words like ‘fuck’ and ‘fucking’. An example could be:  
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“ (...)Jeg bruger fucking meget strøm hele tiden, det er sådan man tjener 
penge… Det er sådan et vestligt land fungerer (...)” (Appendix, Interview 2: 
135).  
  
The use of English swear words also fades into the use of English words in general 
as the informants often switch between English and Danish terms, such as:  
 
“(...) Så er det jo arid areas, det kan jo være at i humid areas, så der er måske 
decreased i sådan 22%, og det ville jo modvirke den positive effekt i de 
områder” (Appendix 2.2:82).  
 
Since all three participants make use of alternative words like these during the 
casual interview, where their everyday language dominates their way of creating a 
dialogue where similar traits can be discovered in the other two focus group 
interviews as well. This may already lead us towards a definition of a potential 
linguistic discourse, which reflects the age of the participants of the interviews. 
Another focus Fairclough highlights is the use of metaphors in the spoken or written 
language, where it is important to investigate the inclusion of possible ideological 
and political metaphors and to notice any conflicts between alternative metaphors, 
and thereby describe the informants’ view on life (Fairclough 1992: 77).  
In this case the use of metaphors is almost non-existing, if not totally omitted. On the 
contrary, the use of imagery is often utilized in their way of expressing themselves, 
while explaining with the intention of creating comparisons. An example could be:  
 
“Men en politisk kampagne hvor jeg ikke kendte deres agenda, men det talte 
helt vildt meget til mig - de havde en masse små hundehvalpe og alt muligt 
mærkeligt, lad os sige det var det, jeg syntes, var interessant (...)” (Appendix 
2.2:42).   
 
The third focus concerns word meanings, where you as the investigator examine the 
structures and relationships applicable between the words themselves, and the 
relationships between the meaning of a word, which is forms of hegemony according 
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to Fairclough (Fairclough 1992:77). Such example where the hegemony truly shows 
in a particular sentence is illustrated below:  
 
“Ja det er sådan jeg fortolker det, men det er jo fordi der er noget inde i mig 
som siger, at jeg ikke tror på, at det kunne være godt at Climate Changes 
kunne have nogen nødvendigvis god naturlig funktion, og det er derfor jeg 
tænker at det måske er en skidt ting for bladet, at det bliver nødt til at vokse 
for at få de næringsstoffer, det har brug for. At det kræver en større overflade 
for at få næring. Det tænker jeg umiddelbart (...)” (Appendix 2.2:14). 
 
In this sentence we see how one of the informants experience a struggle in terms of 
seeking a specific position towards climate change, and whether or not she believes 
in the benefits the campaign informs of. She uses terms like “nutrients”, “natural 
function” and “a bigger surface” which are inclined to be associated or characterized 
with facts and objectivity within the scientific subject area. She attributes the 
relationship between the words and the relationship between the meaning of the 
specific words as the dominant element in the structure of the sentence, with the 
intent of convincing herself that the implied discourse achieves hegemony.  
   The conceptualization of hegemony in relation to discourse analysis will be applied 
and elaborated subsequently when dealing with Fairclough’s multidimensional 
framework.  
 
Cohesion  
To highlight a linkage between the words used, the cohesion in a text has to be 
found. Yet it seems redundant to go into details within this field, since it is of no 
bigger significance for our research. However, it is important to state the fact that the 
linkage has a matter in relation to the intertextuality of the text. The excerpt shown 
below, depicts a couple of the examples we find in the common semantic field where 
demonstratives, near-synonyms, pronouns, definite article and repeatings are 
applicable by using conjunctive words: 
 
“(...)Hvorfor skal jeg tro på det, hvis jeg ikke ved hvorfor, altså hvorfor, altså 
jeg har absolut ingen baggrund for at vide hvorfor et blad er så stort som et 
blad er. Så at de fortæller mig, at det bliver større er helt klart for at tro at det 
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er en god ting ved climate change at det bliver større bladet. Men jeg tror ikke 
umiddelbart på jer(...)” (Appendix 2.2:31). 
 
The repetition of the word ‘why’ is frequent in the example. The word ‘why', which is 
being repeated, creates several linkages between the sentences. Furthermore, the 
use of the word ‘why’ creates an increased amount of sentences, which causes an 
increased amount of linkages as well, thus a cohesion is formed.  
 
Text structure  
Concerning the ‘architecture’ of the text, the text type such as a newspaper article, 
defines which elements it is constructed of. Certain assumed ideas about the social 
relationship and social identities are constituted by the specific text type.  
  Fairclough mentions that there is always either a monologue or dialogue applicated 
despite the text type. In this case, the text type in the project is characterized by 
dialogue in accordance with the semi-structured life world interview.  
   Despite the dominance of the dialogue, a few themes and questions were created, 
with the intention of implying a demand for letting the informants express themselves 
freely based upon their own experiences. It was evident that the answers we 
received from the informants were expressed subjectively, and thus, led us to the 
element of modality.   
 
Modality  
When dealing with modality, we learn that it is a an analytical term which describes 
in which extent a person is “attached” to a sentence, i.e. the sender imposes a 
degree of affinity whenever a propositional sentence is uttered.  
Fairclough describes modality as being "the dimension of the grammar of the clause 
which corresponds to the 'interpersonal' function of language” (Fairclough 1992:159).  
Modality may either be subjective or objective: Subjectivity is shown when the 
degree of affinity is accompanied by a proposition like e.g.: "I think the Earth is flat" 
where the affinity is clear, but low. On the other hand, modality when used 
objectively, the subjective basis remains implicit, which can be evident in a sentence 
where it is often more factual based: "The Earth is flat". When the modality is 
objective it is often applied to show a form of power, thus, the modality is higher 
(Fairclough 1992:160). 
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In the following quotation, we see an example in which three typical examples of 
important means when dealing with modality:  
 
“Altså jeg synes at man får et positivt indtryk, men jeg føler også at farverne 
leder 
mig meget hen fordi I bruger sådan grøn, hvid og lyseblå, det er meget sådan 
beroligende farver, tænker jeg sådan, det har noget med noget positivt og der 
er 
mere sundhed og sådan, ikke?” (Appendix 2.2:33).  
 
The subjectivity in the utterance is clearly expressed several times, which show a 
low degree of affinity. The informant uses phrases such as “I believe”, “I feel” and “I 
think”(Appendix 2.2:33). It is important to state the fact that, since we are dealing 
with an interview where dialogue is dominating, it is natural that the informant 
expresses one’s own opinions through a subjective viewpoint.  
Furthermore, we see other indications which expresses the degree of modality in 
e.g. using hedges. In this specific case we see a repeated use of the hedge “like/sort 
of”, which also results in a lower degree of affinity, since a doubting is present 
(Appendix 2.2:33). According to Fairclough, the third and last indication of the 
modality degree is concerning tag questions to the assertion. In this case, the 
informant finishes his sentence by seeking confirmation from the other participants, 
by asking; “right?” This requirement for confirmation reinforces the low degree of 
affinity.  
   Finding examples which is expressed through an objective viewpoint is 
unquestionably harder to find. As aforementioned, we’re dealing with a focus group 
interview, where subjectivity was implied. However, in those few cases where 
objectivity is present, we see it often accompanied by a subjective utterance, which 
can be seen in the following quotation:  
 
“Men også fordi at det hurtigt, eller hurtigt kan jeg komme til at tænke på at 
det er noget man rigtig gerne vil have folk til at have dårlig samvittighed over 
fra et politisk synspunkt, men i virkeligheden så er det en politisk 
beslutning” (Appendix 2.2:53).  
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In the example above, it is interesting to state that it is not until the very end that we 
see the actual objective modality. This is indicated by the implicit, undebatable 
expression that dominates the sentence, when the informant states how it is in fact a 
political decision, when it comes to dealing with the consciousness in terms of 
climate change, and secondly who has the power to make a difference. As a result, 
this last part of the sentence takes a turn and heightens the affinity, since the 
statement is based on a undisputable segment. 
    Additionally, by using this particular example, a parallel can be drawn to the next 
dimension, the discursive practice, of the model where cohesion and intertextuality 
are applicable.  
 
5.1.2 The Discursive Practice  
The discursive practice involves processes of text production, distribution and 
consumption - and the processes of these vary depending on social factors where 
the texts are produced. Furthermore, it involves an element of social practice. Thus, 
discourse is shaped and limited by social structure whether it be class and/or social 
relations.  
   When dealing with the text production, it is important to acknowledge how texts are 
produced in specific ways, depending on the specific context. We sat up our own 
context where we, the interviewees were the senders, and the informants were the 
producers of constructive knowledge which we intend to use. By looking at the 
producer in this manner, we deconstruct the producer into several joints, us and the 
informants, with the intention of getting a deeper insight on the consumption.  
    The consumption is dependent on the context as well, since texts are interpreted 
differently  in relation to different social contexts. The consumption can be either 
individual or collective, depending on the specific text type. In this case we are 
working with the campaign itself on one hand, and on the other we are investigating 
the interview (which is recorded, transcribed, preserved, re-read), which means that 
we’re dealing with two types of texts. Regarding the campaign, a collective 
consumption will be achieved, since it is available for everyone. The interview 
however,  is our unofficial product, where the information achieved will not be 
available for the public, thus it is dominated by individual consumption, since it is 
only used in connection with our research.  
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   Regarding the distribution you investigate where to the text leads. Fairclough 
mentions how the distribution of texts can either be simple or complex. Some texts, 
such as political or administrative records often entails a complex distribution, since 
they are distributed through different institution-negotiations, where different patterns 
creates the complexity. Since we are dealing with a casual conversation in this case, 
Fairclough states that “a casual conversation belongs only to the immediate context 
of the situation in which it occurs” (Fairclough 1992:79).  
   The processes of production and interpretation are dependent on social factors in 
which the texts are being produced. Furthermore, it involves an element of social 
practice. Therefore, discourse is shaped and limited by social structures whether it 
be class and/or social relations (Fairclough 1992:80).  
    
Regarding the socio-cognitive aspects of the production and interpretation, the force, 
coherence, and intertextuality of the text are essential, where the latter will be 
elaborated later on.  
   The force and coherence is also one of Fairclough’s seven dimensions, yet it is of 
a small relevance in relation to this project, meaning it will only be mentioned briefly: 
The force is something the speaker or writer has attributed to the sentence, which 
can be either direct or indirect. An example of a force can be a question, a request or 
order, a suggestion, and so on. The force is determined by the context and 
interpretation, which means that a question may occur as a simple question in one 
context, but entail an indirect force dominated by an insinuated request in another. 
Therefore, it is important to state how the force in a sentence is driven by an 
ambivalence, which may lead to misunderstandings in the communication. The 
context is thereby an essential element to include, since it affects the interpretation, 
which can vary from one discourse type to another (Fairclough 1992:81-82). The 
principles of interpretation are thus important to investigate, since it walks hand in 
hand with the context, which together explains “the political and ideological 
investment of a discourse type” (Fairclough 1992:83). 
  A coherent text is formed by constituent parts which when gathered creates sense-
making to the text as a whole. What determines this sense-making is highly 
subjective and dependent of the interpretative principles, which the receiver draws 
upon. 
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Furthermore, "texts set up positions for interpreting subjects that are 'capable' of 
making sense of them and 'capable' of making the connections and inferences" 
(Fairclough, 1992: 84). These connections are based upon the ideological and 
political position the reader finds himself in.   
 
Intertextuality 
Intertextuality is the last of the seven dimensions Fairclough touches. Within the 
concept of intertextuality one sees how text production always draws upon existing 
texts and discourses. In relation to the consumption of a text the intertextual level is 
also relevant, because the text is not the only element that constitutes the 
consumption, it is also the interpreter’s previous interpretations, which brings along 
elements in the process of understanding the text. Thus, one should see text in a 
historical sense, since intertextuality connects the past with the present, which 
means that all present/newer texts draws upon past events and texts: “The concept 
of intertextuality sees texts historically as transforming the past - existing 
conventions and prior texts - into the present” (Fairclough 1992:85).  
   Fairclough divides intertextuality in two different parts: Manifest intertextuality, 
which directly and openly draws upon other texts, and Interdiscursivity where texts 
are created by smaller parts connected to an already existing discourse. The latter is 
the focal point in this study, since it was evident that an influence of the existing 
discourses within climate change was discovered.  
 
“Altså jeg tænker, at I vil tricke mig til at tro, at det er positivt, at bladet er 
større. Men jeg tænker samtidig at det er sådan: Hvorfor skal jeg tro på det, 
hvis jeg ikke ved hvorfor(...) Men jeg tror ikke umiddelbart på jer“ (Appendix 
2.2:31). 
 
Taken this response into consideration it is clear to observe skepticism towards our 
message with the campaign. The informant’s first impression is that the campaign is 
trying to trick her into believing that the growth of the leaf is positive. She does not 
believe us. This attitude is a general tendency we notice from the informants, as well 
as in the other two informant groups.  
   Another tendency we experience concerning first impressions is that there is an 
uncertainty when it comes to the understanding of the message. A large percentage 
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of the informants, all three interviews included, thinks of the campaign as an anti-
global warming campaign, which is the most prominent statement regarding this 
topic. Underneath an example from the first focus group-interview are shown:  
 
“Ja, jeg kommer i hvert fald til at tænke på, per automatik, at det er negativt 
(griner), da jeg så den. Det var derfor jeg blev forvirret da jeg så hashtagget, 
så det er ikke negativt” (Appendix 1.2:39).  
 
In this case the informant instantly thinks of the message as negative, which creates 
confusion, when reading the hashtag ‘#NoNeedToFearChange.’ 
Based on these tendencies, it is possible to point out that the informant is affected by 
a leading discourse within the topic of climate change and global warming, since a 
large amount of pre-consumptions are noticeable. Based on these pre-
consumptions, it is arguable that the intertextuality is playing a role when such 
statements occur: The informant draws upon the already existing discourse, which 
has achieved hegemony within the debate.  
 
5.1.3 The Social Practice 
The third and last dimension of Fairclough's three-dimensional framework is 
discourse as a social practice, where he works with the importance of ideology and 
hegemony. We use the term intertextuality as a transition from the discourse practice 
to the social practice.  
Why he finds it essential to include the social practice in a critical discourse analysis, 
because of the necessity of investigating the non-discursive level. A discourse 
analysis is not sufficient enough, which is why the social and societal aspects has to 
be taken into consideration.  
    There is a dialectic connection between discourse and social structures such as 
class, social relations of societal levels, and systems of classification, because the 
discursive practice lies within the social practice, and the latter influences how the 
text is being interpreted in the discursive practice (Fairclough 1992:64). 
   It is difficult to state that practice can be determined only by structures - a social 
practice can ultimately be stated when the practice is happening and as a result is 
beneficial in shaping structures. Ultimately, ideology and hegemony in relation 
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together creates discourses, in which Fairclough uses the terms to explain the social 
practice.  
 
Ideology 
As above-mentioned, Fairclough includes ideology while investigating the social 
practice. Ideology is relevant in relation to the discursive practices, since it is 
deemed as being constructions of the reality. All of the three elements in the 
discursive practice deal with social structures in which ideology is a part of, since it 
deals with constructions of reality. This ultimately means that ideology plays a big 
role in producing, reproducing and changing relations of domination (Fairclough 
1992:87). Ideology consists of a naturalized common claim, thus it can be 
considered as a norm, which is the aim for a text and discourse. We see a 
connection between ideology and hegemony, since a discourse always aims to 
achieve hegemony, which cannot be achieved without an ideological starting point 
(Fairclough 1992:92). 
 
Hegemony   
Fairclough discusses hegemony and describes how it is the center of a consistent 
struggle between societal classes, which “construct or sustain or fracture alliances 
and 
relations of domination/subordination, which takes economic; political and ideological 
forms” (Fairclough 1992:92). 
   A discourse will always aim at achieving hegemony. A discourse or a text will 
always draw on prior discourses, which is why Fairclough stresses the importance of 
hegemony in relation to intertextuality by drawing on already existing discourses. By 
drawing on prior discourses, one works in the field of the discursive practice in which 
we are dealing with production, distribution and consumption. When working with 
discourse practice, we are working with articulation, disarticulation and rearticulation, 
which is where the discord arises because you aim to draw on already existing 
discourse in newer ways to create change. But the possibilities for creating changes 
are limited because of relations of power; the dominating groups in society will 
always struggle with trying to achieve hegemony. Furthermore, it is important to state 
that hegemony can only be achieved partially/temporarily and is never constant 
(Fairclough 1992:92-93). 
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Underneath two examples where the aspects of ideology and hegemony are shown:  
 
“Jeg har da også helt klart, eller jeg har nogle overbevisninger om at 
klimaforandring også kan gavne på nogle områder sikkert... Det lader til at i 
den meget vage, store overblik  jeg har omkring det så er det ligesom de 
fattige lande der kommer til at lide, ikke?... I vesten kan vi bruge teknologi og 
bygge os væk fra nogle af de der negative ting i ved... Vi får varmere vejr i 
Danmark, fedt! Det har jeg ikke noget imod” (Appendix 2.2:135). 
  
As we can see in the example above, the informant expresses that he is aware of the 
climate changes, but he is not necessarily that affected by it, or bothered by it.  
   The ideology is present in the sense that he expresses that he draws on his general 
beliefs regarding the debate of climate change. It can be argued that the hegemony is 
evident, since this statement is a general attitude coming from a lot of the informants, 
and therefore, the ideology experiences a momentary hegemony within the scenario. 
For the hegemony to be achieved, an agreement between the informants has to be 
present, which is only accomplished through the simple distribution of the text - the 
casual conversation, where the participants are allowed to speak freely in a relaxed 
environment. 
 
In the following second example we see an excerpt from a dialogue between the 
informants, regarding their general knowledge and attitude concerning the debate:  
 
“Men det er i hvert fald sjældent, at jeg hører folk sige: Husk at slukke for 
vandet for vi skal redde miljøet. Så hedder den: Husk at slukke for vandet, for 
ellers så stiger vandregningen, eller sådan... Og det jo fint nok, det er 
fuldstændig ligegyldigt, hvad motivationen er, men sådan... Jeg har slet ikke 
nogen opfattelse af, at jeg kommer sådan fra et særlig miljøbevidst hjem” 
(Appendix 2.2:137). 
 
In relation to this, a dialogue between the informants occurs where they conclude on 
this issue, stating that they find the debate tiresome:  
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“int2: Så i synes i hører meget om miljøet, og det kan godt gå hen og blive lidt 
for meget?” 
  
“inf3: Ja nogen gange..” 
  
“Inf1: Jeg har det sådan lidt som om, at det taler for døve ører for mig sådan ... 
den er lukket ..” 
  
“inf3 og inf2: Ja…” 
          (Appendix 2.2 141-144) 
 
Ideology is present with one of the informants stating that she does not think that she 
comes from a particular environmentally friendly home - this is why her background 
may influence her thinking pattern in the way she finds the debate tiresome, and that 
the motivation for doing environmental friendly things are most often motivated by 
economic benefits rather than saving the environment. This ideology wins hegemony 
in this part, since there is an agreement between the informants on this topic, and 
they quickly gain consent, which is evident in the dialogue.  
 
Discourse 
Based on the analysis, the study defines three discourses, which are recurring 
throughout the interview: The first one we noticed deals with how the informants are 
aware of the climate issue, but whether or not they fear it varies, albeit mostly show 
a degree of carelessness. The next discourse in relation to climate shows that they 
are annoyed by the discussion and being forced upon acting in specific ways, which 
they do not care for. The latter discourse focuses on the other hand on a linguistic 
discourse, as first mentioned, which is clearly demonstrated by the informants when 
articulating. It can be argued that the communication among the participants reflects 
their age and their societal position: E.g. they use a lot of English words instead of 
Danish and profanity, which is typical for people in this age category.   
   Furthermore, we experienced a general skepticism from the informants, yet we 
have decided to view it as a general tendency rather than a discourse - it is merely a 
reaction on an already leading discourse within the debate of climate change.  
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Critical considerations 
After working with Fairclough’s theory of critical analysis, we have developed an 
understanding of his theory, which made it clear for us that an important aspect is 
lacking in order to get a fulfilling analysis. This leads us to the next part of the study, 
which will elaborate on Bourdieu and how he plays a role with fulfilling the analysis 
by contributing with a deeper dimension, where the social and societal aspects are in 
focus. The following section revolves around a brief outline of the theory of social 
practice by Bourdieu.   
 
5.2 Bourdieu - Habitus amongst interviewees 
 
Having dealt with the three-dimensional model presented by Fairclough, we find it 
essential to include Bourdieu as well. Thus being of extreme relevance, Fairclough’s 
model is not considering the element of uncovering the individual’s background. We 
believe it is imperative to be aware of the informant’s background in order to fully 
uncover why certain practices exist, and why one responds in the way one does. 
One might originate from another country or for other reasons have a unique habitus, 
which evidently affects the way the person will respond as well as perceive The Vitus 
Foundation’s campaign.    
 
We find it of utmost interest to incorporate the informant’s background information, 
when looking into how and in which way they respond as well as interact amongst 
each other. How the informants position themselves in regards to the climate debate 
is determined by their respective background. To uncover behaviours and the 
answers provided, it is essential to look into Bourdieu, and specifically the element of 
habitus. When speaking of habitus, we speak of the underlying encoded social 
norms, tendencies and behaviours within the individual. Such settings will always 
exist within the focus group. Thus it is feasible to detect the dominant figures as well 
as the passive figures. Why do people respond as they do and what is the underlying 
blurred lines in accordance to the reaction patterns to the answers of others. As 
Bourdieu explains, the habitus is “a product of history” which in return “produces 
individual and collective practices“ (Bourdieu 1990:54).  
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Turning our attention to focus group 2, the habitus of the interviewees are clearly 
shown. As expressed by informant 3 she was not experiencing global warming 
necessarily as a negative thing because of the fact that her parents originates from 
Somaliland (Appendix 2.2: 108) where global warming is less talked about. Here the 
element of habitus plays a significant part in her perception of global warming. As 
described by Bourdieu the “Parent-child relation” is an important factor in the 
producing of the structures of the habitus - the basis of perception of all following 
experiences (Bourdieu 1990:54). In comparison, informant 1’s perception of global 
warming is much more ‘westernized’ in the sense of her having parents who 
originates from Denmark. Both informants have been exposed to various structures, 
which in return has produced two very different subjective opinions and perceptions 
concerning global warming.  
       
“The habitus contains the solution to the paradoxes of objective meaning 
without subjective intention. It is the source of these strings of 'moves' which 
are objectively organized as strategies without being the product of a genuine 
strategic intention” (Bourdieu 1990:62). 
 
The habitus is a key player in defining the subsequent practices - thus beliefs and 
perceptions - outlined for the individual. For instance, looking objectively at all 
informants in all interviews, it is evident that all is generally considering global 
warming as negative (Appendix 2). This can be explained by looking at the 
backgrounds of the informants, which clearly reveals the fact that all informants 
originates from Denmark (Appendix 1) - a country well known for its green policies 
when it comes to the environment. The aforementioned is supported by the theory of 
Bourdieu, which entails the fact that people living within the same location are more 
likely to share the same “social field” (Bourdieu 1990:67), meaning similar habitus, 
which produces similar views and responds when asked about their opinion 
concerning global warming, e.g. in Denmark. As mentioned by informant 3 when 
asked about global warming, “det er virkeligt et vestligt problem” (Appendix 2.2:108). 
This clearly illustrates the fact that part of her habitus, inherited from her parents, 
leads her to perceive global warming as a western problem. 
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Further on, looking into the element of social practices within the group in regards to 
habitus, it is interesting to observe focus group 1. The group consists of four 
informants, all girls, who know each other from beforehand. Thus, they are more 
relaxed in the interview-setting and familiarized with the question of how each person 
will answer the given question, because of the fact that they know each other - they 
share parts of the same habitus in relation to their friendship. As mentioned by 
Bourdieu,  
 
“(...)everything takes place as if the actions of each of them (...) were 
organized by reference to the reaction which they call forth from any agent 
possessing the same habitus” (Bourdieu 1990:61). 
 
Informants possessing the same habitus will inevitably call out actions or perceptions 
similar to the other person. Thus, when asked questions, the informants in focus 
group 1 presents similar answers and all together much more uniform in the patterns 
of responding. This is clearly shown in several examples from the interview were the 
informants tend to agree with the other’s point as well as nodding their heads when 
they agree with an argument (Appendix 2.1:9,14,34). Further on, all four informants 
are studying communication, which automatically entails a deeper understanding of 
the material presented to them. Thus the angle of this interview becomes much more 
academic and technical in the sense that the informants are aware of what to 
respond and in which way we - as interviewers - want them to respond in relation to 
our project.      
           
5.3 The linkage between our critical discourse analysis  
and the multidimensional model 
 
In this section we apply the analysed data and discourses in order to understand the 
informants’ receptions in relation to Schrøder’s multidimensional model. The 
dimensions consist of the previous mentioned categories: motivation, 
comprehension, discrimination, position and evaluation. These dimensions can help 
us to better understand why the informants make sense of the campaign, as they do.  
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Motivation: The informants’ motivation are more or less, as Inf. 3 mentions, she is 
"semi-climate interested" which describes the informants interest level quite well. 
They are definitely well aware of the issues and have well thought of opinions; 
nevertheless, their motivation for doing actual changes in order to make a difference 
on the climate is quite small.  
 
Comprehension: In terms of the comprehension throughout the interview, we 
experienced a lot of the same types of understandings of the message from the 
informants.  
To give an example, one of the informants mentions how he sees the leaf, the 
denotative level, and then automatically associate the green color with health or 
something positive, the connotative level. These types of associations created 
misunderstandings, since the informants are usually used to climate-related 
campaigns, which deal with messages that the receiver should take an active choice 
in the fight against climate changes, which as we have stated before, is caused by 
the conventional discourse we find in this debate. Yet, after seeing past this, the 
informants usually understand the message.  
 
Discrimination: The discrimination is evident in the sense that the campaign deals 
with a discourse that the informants are not used to - as stated in the 
comprehension. This discourse alone plays a part in them having a critical outlook 
on the campaign; Some has strong feelings about the message finding it provocative 
and amoral, yet their motivation lacks behind when it comes to actually acting upon 
the actions, which is quite ironic. Others do not feel so bothered by it, and therefore, 
do not discriminate it, yet find it refreshing with a positive message.  
 
Position: In terms of the positioning oneself in relation to the message, the 
informants who mostly disagreed with the message - meant that they positioned 
themselves with a resistance towards the message, which we have also stated 
before. Furthermore, it is important to take into consideration that the informants can 
also position themselves in relation to each other - this is where negotiations and 
sometimes consent occur when the dialogue between them shines through.  
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Evaluation: Ultimately, the evaluation from the informants depicts on how their final 
personal experience was when reflecting upon the campaign. It is difficult to give a 
specific answer on their evaluation, since we had a lot of informants and hence a lot 
of subjectivity to take into consideration, which resulted in different evaluations. 
Furthermore, the informants draw upon the discourses, which we have previously 
described, and then lean on them, when expressing their perspectives.  
 
5.3.1 Reception Analysis - Practice theory. 
 
In this section we will delve further into the practice of receiving our campaign by 
applying Theodore R. Schatzki’s practice theory. Schatzki formulated a set of 
concepts regarding practice theory that differs from other practice theorists. Some of 
these concepts will be introduced and exemplified in this chapter in order to analyse 
the practice of the reception of our campaign in the focus group interview. According 
to Schatzki, a practice is defined as stated: “A practice, on my understanding, is an 
open-ended, spatially-temporally dispersed nexus of doings and sayings” (Biseth & 
Holmarsdottir 2012:14). In other words a practice is doings and sayings that are 
organized activities that are not tied to a specific amount, thus the practice is 
unfinished. Furthermore, the activities within a practice eventually take place 
“somewhere in objective space” and sometimes in or during “objective time”.  Doings 
and saying are actions people perform such as thinking something, saying 
something and doing something, where basic activities are those doings and sayings 
a person performs for the sake of only that action. An example would in our case be 
when the interviewer asks a question, and only the action of asking the question. 
Schatzki mentions higher-level activities that lie ahead of these basic activities that a 
person performs, for example the interviewer listening to the question of the 
informant while notating the answer. Even further at a higher level the interviewer 
asks the question and notates the answer for a later use in analysing the answer/s. 
Eventually the activities should top off at some end because there are no more 
activities to exercise. This is what Schatzki characterises as a teleological hierarchy 
of actions (Biseth & Holmarsdottir 2012:15). It is a hierarchy because there is a 
purpose or an “end,” which has to be viewed as the highest point of the hierarchy 
where the different activities are entailed in the practice. Schatzki mentions four 
components: practical rules, understandings, teleoaffective structures and general 
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understandings that organizes the activities within a practice and this means that “An 
action belongs to a practice if it expresses one of” the four components. 
Understandings or more precisely practical understandings, deal with people 
knowing how to handle and perform basic activities and by a rule, he means 
something that is constructed where people has to act within. A teleoaffective 
structure means that the given actions and projects one performs for the given 
purpose - or end - in the practice and where the expressed emotions or state of the 
person who is performing the actions is “embraced.” In a given practice when 
performing doings and sayings abstract senses of for example “worth, value, nature, 
or place of things” are articulated verbally or bodily, and these senses are what 
Schatzki calls general understandings (Biseth & Holmarsdottir 2012:16).  
 
With practical understandings Schatzki talks about an understanding that reassures 
that people or in our case the informants being able to perform first of all basic 
activities. In the focus group interview these understandings can be located firstly 
with the informants physical participation, that of them showing up and sitting down 
on the couch in the room, then looking at the campaign poster, answering questions 
when asked and being able to talk about the poster with each other, as we asked of 
them and so forth. When this is said, the activities that the informants perform by 
their doings and sayings happen within a context that we created, and they acted 
upon their individual understanding of our demands. We verbally formulated the 
rules for our own ends, and thus, created a setting for them to act within. These rules 
where both explicitly and implicitly formulated, by first telling the participants how the 
interview would be conducted, but at the same time letting them know that they could 
talk freely because of the semi-structured focus group interview:  
 
“Vi vil gerne have, at I bare er så åbne som muligt og ikke ser det som et 
interview, men mere bare som en snak.” (Appendix 2.2:1).  
 
Furthermore, we made sure that we would ask them questions and they so forth 
could answer. More than that, we asked of them to consult and discuss with each 
other. Implicitly they knew how to act properly within the interview by for example 
letting each other talk. Schatzki talks about teleoaffective structures and teleological 
hierarchies mentioned above. In our case the informants participate and perform 
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certain actions in our interview for a specific end or goal, whether it is for the sake of 
helping us with our study, wanting to participate of interest for the fun of it, or 
something else. Schatzki defines this through what he calls end-project-activity 
combinations (Biseth & Holmarsdottir, 2012:16). The activities or projects that the 
informants perform for the sake of their end or goal, are what Schatzki calls the 
affective component in the hierarchy, where “emotions” and “moods” of the 
informants that perform the activities are situated. The actual emotions and moods or 
feelings understood as senses mentioned above, are embraced in the component, 
general understanding, in the teleological hierarchy. These general understandings 
are evident in the focus group interview shortly after they have been exposed to the 
poster. This is witnessed in the following example from the interview where the 
informants reveal practical understandings as performed through basic sayings in 
the context of being confused in relation to the campaign:  
 
“Altså jeg tænker først om det umiddelbart er en god ting at bladet bliver 
større. Om det nødvendigvis er godt at bladet bliver større. Det er vel bare 
fordi at de skal bruge mere overflade til at opfange det de skal have. Så det er 
vel skidt, at der skal være mere af det, eller det ved jeg ikke” (Appendix 
2.2:14).  
 
“...jeg forstår ikke meningen, jeg forstår bare ikke lige øh meningen. Jeg tror 
altså på en eller anden måde så bliver jeg sådan, jeg vil helt vildt gerne 
spørge jer og jeg ville ønske at I kan fortælle mig en lille smule om, hvad det 
betyder” (Appendix 2.2:23). 
 
When we look at the quotes above we see how two of the informants express 
emotions and moods of frustration and that they are challenged in their 
comprehension of the poster and more precisely the message. More than that they 
both seemed to be doubtful in their reading of the poster, that later resulted in them 
exchanging their practical understanding.  
 
“Inf1: Når men de siger jo heller ikke at climate change ikke eksisterer 
Inf2: Nå nej, men de siger at det er en god ting 
Inf1: Ja” (Appendix 2.2:16-18). 
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Informant 1 and 2, have now changed their practical understanding, which entails 
them understanding the message and have opened up to new ways of acting. 
Although they are sceptical towards the campaign, one informant in particular 
expressed that s/he would still not be convinced.  
 
  “...Så at de fortæller mig at det bliver større er helt klart for at tro, at det er en 
god ting ved climate change, at det bliver større bladet. Men jeg tror ikke 
umiddelbart på jer. Men ja gå online, og hvad nu hvis jeg skal nå et tog eller 
sådan og det når jeg så ikke…” (Appendix 2.2:31). 
 
The informants more than once express this feeling of scepticism towards the 
campaign thus we articulate this as a tendency, that we later will discuss.  
 
“...der ser jeg det lidt sådan, som en... det bliver lidt ulækkert propaganda for 
mig.. også når jeg går ind i det(...) at man kan være i tvivl om, hvad deres 
udgangspunkter er... derfor bliver jeg sådan aaadr... lidt” (Appendix 2.2:126). 
 
This informant explicitly articulates disgust towards the campaign, and other 
informants performed bodily activities that expressed the same kind of emotion. In 
conjunction with this type of emotion the informants expressed other feelings such as 
discomfort and annoyance towards the campaign. More than that, the informants 
seemed to be tired of the climate debate. These located tendencies such as the 
scepticism, disgust and the discomfort expressed through the informants sayings 
and doings will be discussed in the following, in regard to their reception and the 
reason why they may react and act towards the campaign as they do.  
 
5.3.2 Past-present-future 
 
Schatzki mentions Martin Heidegger (1917-1976) regards to his analysis of 
existence. In extension to Heidegger, Schatzki mentions the past, the present and 
the future as dimensions for the activity and says that “All three dimensions co-exist 
so long as a person acts.” The three dimensions are elements within the activity that 
happen or occur simultaneously when the activity happens. This means that when 
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acting, they act in the present between and from where they come, and towards 
something. Schatzki mentions that it is “the opening up of the past, present, and 
future of activity” (Biseth & Holmarsdottir, 2012:19).  
 
Earlier we mentioned that the informants in the beginning could not understand the 
message, and later when they understood the message they became sceptical. The 
lack of comprehension could be due to the unfamiliarity with positive climate 
campaigns in everyday life, therefore the informants are not sure of what to 
conclude. Moreover, the element of practice- arrangement bundles contributes to a 
common understanding and perception in which global warming is mostly perceived 
as negative. This is witnessed in the informants’ transition from understanding into 
being sceptical. The informants express feelings of disgust, discomfort, doubt, and 
annoyance towards the campaign and it can be argued that these activities take their 
departure in past practices. The climate debate has a negative connotation and 
prefigures that the informants are sceptical and opposed to our campaign that can 
be witnessed in the interview and the previous quotes. To emphasize this notion of 
prefiguration, the informants also mentioned that they were tired of the general 
climate debate. If future and past determines what people do, and if the global 
warming is negative, in the minds of our informants, it is arguable that the informants 
due to their opposing position reveals that they act for the sake of something. Acting 
for the sake of being a good citizen.  
 
As a concluding remark the informants’ doings and saying that constitute their 
activities in the context of the perception of the campaign, say much about their 
reception of the campaign. They have been very much provoked by the campaign 
and have questioned why The Vitus Foundation would promote such a message. 
They feel strongly about the message being something that is almost immoral. It is 
arguable that their knowledge about global warming has created a resistance and 
blocked a possible positive reception. 
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6. Discussion  
 
In the following section we attempt to discuss some of the main points we have 
touched upon during the analysis. Our goal for this project was to investigate how 
The Vitus Foundation’s informative campaign pro global warming is perceived and 
made sense of. Moreover, we aimed to investigate and localize the discourses, as 
well as the activities within the practice of receiving a communication product. 
   
After working closely with the theories of Fairclough and Schatzki, we are now able 
to draw some parallels between some of their considerations, which may help us 
getting closer to understand our problem field.  
   Firstly, we see a linkage between Fairclough’s conceptualization of intertextuality 
and Schatzki’s view upon activities. Since Fairclough states how one always draws 
upon pre-existing texts and discourses, and Schatzki explains how the past and 
future determines the activities one performs in the present corresponding to the 
context, we are able to illuminate a doubt regarding our aim with the campaign. If an 
individual is influenced by already existing discourses and the past, it leads us to the 
question of whether or not it is possible for us as strategic communication planners 
to convey our message in order for the target group to embrace the campaign. In 
extension to this, it is arguable that a change in the conventional climate discourse is 
necessary, for us to accomplish success. According to Fairclough this is possible, 
yet temporarily due to the constant struggle of achieving hegemony. In light of this, 
we fear to position ourselves too opposed to the leading climate discourse, which 
possibly supports the necessity in maintaining or rather strengthening our neutral 
and informative expression, with the intent of minimizing a provocative and radical 
approach.  
 
In relation to this consideration a second linkage between the used theorists is of 
importance. In the third dimension, the social practice, of Fairclough’s three 
dimensional model, he mentions that a practice cannot entirely be determined and 
pre-assumed by social structures, which Schatzki supports, when stating that an 
activity only can be elucidated once it has been executed. In both statements we see 
a paradox: If one cannot predetermine or assume an individual’s activities and 
actions by looking at structures, yet is affected by leading discourses and a set of 
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rules, which sets the framework of how to act in certain situations, we question when 
an individual is capable of detaching oneself from the influencing elements. If a limit 
within the relationship between the above-mentioned poles with the paradox cannot 
be defined, it once again leads us to the question: To what extent is it possible for us 
to gain success?  
   In order to approach an answer to the aforementioned wide question, we find it 
necessary to look closer at our analyzed and defined discourses. E.g. on the basis of 
our third and last defined discourse regarding the informants finding the climate 
debate tiresome, we encounter an ambiguity, since we both view it as an advantage 
as well as a disadvantage. Henceforth, our campaign is climate oriented, there might 
be a possibility for an immediate blockage to occur in the encounter when first 
exposed to the poster, therefore we argue that this might be a potential 
disadvantage. On the other hand, this same scenario can work as an advantage, 
since our approach is atypical it might provoke curiosity and thereby spark an 
interest.   
   In addition to the above-stated and the second defined discourse regarding the 
absence of fear located in our interview, our promoted slogan 
“NoNeedToFearChange” seems to create a possible disconnection between our 
audience and our message, since a lack of need is current. If there is no need for 
reassurance, our message conceived in the slogan is weakened, and almost 
indifferent.  
 
7. Conclusion  
The following section deals with our achievements and the gained knowledge our 
research has provided. Furthermore, it deals with the critical considerations we have 
to take into account for bettering our campaign.  
 
The aim of this study was to investigate how our campaign is received and made 
sense of, hence/therefore we established a reception analysis based on the theory of 
Kim Schrøder. Additionally, we applied Fairclough's critical discourse analysis, with 
the intent of localizing and defining the leading discourses within the focus group 
interview. Based on this analysis we found three distinct discourses, one linguistic 
and two socially oriented. Moreover, we came upon a tendency marked by a 
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sceptical tone towards our message. In conjunction with the located discourses, this 
tendency had a crucial relevance in relation to our conclusion. Subsequently, we 
included Bourdieu’s social and societal aspects as a supporting factor to the theory 
provided by Fairclough, due to insufficiencies. Thereby, we gained a wider 
knowledge in understanding why the informants acted as they did.  
Due to the composition of the defined discourses and the knowledge of the reception 
practice, we were able to clarify and detect the connection and later applied it in our 
overall understanding.  
   Further on, we chose to include Theodore Schatzki with the intention of localizing 
the practice and activities, which laid the foundation for analyzing and thereby 
deduce the informants’ reception of the campaign. The different measures 
mentioned above contributed to a deeper knowledge and understanding that was 
beneficial for our aim in this study. The linkage between Schatzki and Fairclough 
was furthermore a crucial point in our process regarding self-awareness, since it 
highlighted the need for being self-critical.  
 
Based on the study we conducted, we view a great chance in the audience being 
unwilling in believing in our message due to them being tired of the climate debate, 
despite our atypical approach. Most of the informants expressed that they did not 
pay attention to the debate but whether or not they fear it, varies in answers even 
though they were known to the climate situation and the surrounding debate. We 
came upon different elements which could prohibit us in conveying our message to 
our audience. The tendency regarding scepticism that we encountered was rooted in 
the conventional and negative climate discourse. On the basis of this, more elements 
are pointing towards our campaign encountering resistance, and we question 
whether or not a general positive reception is possible. As a concluding remark and 
to draw upon the above stated, we acknowledge that the campaign lack certain 
deficiencies and needs to be improved for The Vitus Foundation to gain success. An 
example of improvement would be to accommodate the audience by reinforcing our 
neutral expression in regards to our slogan in particular. 
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The Vitus Foundation 
-       The art of bringing about a message 
 
 
Throughout recent decades, global warming and the subsequent consequences 
has been a key topic in the heated debate concerning the climate, thus 
bringing along a lot of worries and opinions amongst people. Such concerns 
derive from expert testimonies, were many of which deal with the negative 
aspects of global warming. 
  
We are five communication students attending at Roskilde University. We have 
dealt with theoretical, as well as practical work, within the element of 
constructing a pro-climate campaign, presenting an alternative message than 
perceiving global warming as a negative concept. Hence, our group created the 
fictive organization ‘The Vitus Foundation’, which offers another point of view 
within the climate debate. By adding simple, short and precise scientific facts to 
our concept, we seek to inspire people and direct their individual point of view 
positively towards global warming. One example of a scientific fact could be 
that leaf covers on plants, located in arid areas, has increased by 11% 
(http://www.livescience.com/37055-greenhouse-gas-desert-plants-
growing.html) 
  
The group finds it interesting as well as challenging to convey a positive 
message within a culture, which generally portrays the topic in a negative 
fashion. Though ‘The Vitus Foundation’ was created in relation to change the 
perception of global warming, the foundation is purely informative and does 
not conclude whether or not climate changes are good or bad. The foundation 
simply focuses on informing people about the positive effects.    
  
In extension to the climate campaign, the group will create a relational project, 
which will elaborate upon the element of human perception and sense-making 
towards a communicative product (i.e. the climate campaign). The project will 
be constructed around qualitative interviews within chosen focus groups of 
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three to four persons per group. Hence, we are able to gain a subjective 
perspective into the aforementioned element of understanding how The Vitus 
Foundation’s campaign is perceived and made sense of. Alongside the 
qualitative interviews, the project will include reception analysis, which 
facilitates the group’s comprehension of the individual’s perception of the 
climate campaign. It can be argued that people will never take identical actions, 
thus it is truly interesting to observe how the informants within the focus group 
receive as well as interpret the message stated by ‘The Vitus Foundation’. On 
that note, the combination of qualitative interviews and reception analysis are 
feasible tools when wanting to create a project which evidently will conclude 
ways for the group to improve the climate campaign. 
  
The aim of the project is how our campaign is being conceptualized and made 
sense of by the target group. Along these lines, the main challenge for the group 
is to break away from the leading discourse. 
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Introduction 
The media’s portrayal of climate changes has without a doubt been one sided: the 
benefits of climate changes are hardly ever being portrayed. 
In the aforementioned article, we approach the topic of Climate Change in 
relation to ‘The Vitus Foundation’ – a foundation dedicated to launching a 
campaign for the positive changes and benefits consequently related to the 
climate changes. 
  
The general idea is to inspire people into accepting the changes of global warming 
and embrace the positive effects instead, which is not being covered by many 
medias today. One could argue that most medias are focusing on the negative 
effect of global warming, encouraging people into reducing Co2 levels etc. Why do 
we never see a media connecting positive effects with global warming? 
  
Sender 
‘The Vitus Foundation’ is a foundation, which concept and mission operate with 
different expert testimonies with the goal of informing the target audience of the 
message. Vitus means life in Latin and we particularly chose this name to 
represent the foundation because we believe in life and we want our work to show 
this.  
  
Target Group 
The article aims at reaching a certain set of people from the age of 18 years and 
up, both female and males. This target group is based on the idea that kids under 
18 years of age won’t find the message of the paper appealing due to a possible 
lack of interest and comprehension of the facts stated. We believe people over the 
age of the 18 are aware of the climate and whether they are for or against climate 
changes. Thus we believe they will understand the message as well as finding it 
interesting. 
Furthermore, this particular group of people will be able to commit to our 
message and information we supply. We want people to understand that there are 
positive possibilities within the ‘so called negative’ consequences of the climate 
change and perhaps change their view on climate change, so that people see 
climate change as a positive development opportunity rather than being afraid 
and viewing it as a crucial state.  
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Article considerations 
The article is constructed in a simple manner, related to the fact that everyone – 
including non-academics – should be able to easily comprehend the content. We 
want to make people associate the Vitus Foundation with positive thoughts. In 
other words the goal of the organization is to always be referred to as an 
organization of trust and hope for a better future than illustrated by other medias 
when referring to the element of global warming. We want people to realize that 
change is going to happen, the surrounding circumstances will change, however, 
changes is not necessarily a bad thing. Change can be whatever we want it to be, 
positive/negative or something else. It is all about the point of view. Thus the 
article should encourage people to think differently – outside of the box – in 
regards to climate change. 
  
The article should be published in local newspapers such as ‘Politiken’, 
‘Jyllandsposten’ as well as published online via ‘The Vitus Foundation’s’ website 
and Facebook. Thus, we are enabled to reach the younger receivers as well.  Our 
informants in focus group interview 2 support this argument, as they claim they 
would be much more receivable to the content if it were presented to them online 
via Facebook (Appendix 2.2:63)    
  
Rhetorical considerations 
Due to the existing negative discourse regarding global warming, climate changes, 
and its destructive consequences, we have to accept the fact that we will be met 
with predisposed viewpoints on the article. Thus, we may experience challenges 
with reaching out to the potential target group with our message. However, we 
want to focus on persuading the reader into wanting to investigate more about 
our project as well as ‘The Vitus Foundation’. Such elements of persuasion are 
manifested in the sense of using certain words, such as ‘Positive ’, ‘Scientific 
Facts’, ‘Inspire’, and so on. We believe choosing such words will awaken a positive 
association to the article, within the readers. Hopefully, by reading the article the 
receivers will want to look further into our project and subsequently the 
foundation itself. 
